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Abstract 
Brand has been proven to match with human characteristics, lifestyles and preferences. However the relationship 
between brand and psychological element received little attention. This paper suggests three elements that form the 
customer-based psychological branding namely sensory, cognitive, and affective. These predictor variables are tested 
against brand loyalty. The setting for this study was the five-star hotel segment and for that reason guests who had 
experience staying in the selected five-star hotel segment were chosen. It is concluded that five senses, cognitive and 
affective are able to influence the evaluation towards hotel brand. 
© 2013 Published by Elsevier Ltd. Selection and peer-review under responsibility of the Centre for Environment-
Behaviour Studies (cE-Bs), Faculty of Architecture, Planning & Surveying, Universiti Teknologi MARA, Malaysia. 
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1. Introduction 
With the aim of establishing long lasting relationship, brand provides intangible benefits that 
sometimes overshadow tangible benefits of a brand. It is getting tougher with the explosion of 
communication technology where people stay connected to update information. The emergence of 
branding topic has been witnessed in the past with the explosion of branding categories that applicable to 
both manufacturing and service industry. Brand is referred to as logo, symbol, name, or design that creates 
trademark or signature that distinguishes goods or services (Kotler, 2003). Creating a strong provides 
additional value that looks simple from the customer point of view but a great deal for a firm to survive 
stiff competition in the market. Brand is a critical element to superior quality products especially to the 
saturated market hence a trusted brand must be able to not only satisfy customer needs but also delivering 
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superior quality on attributes that matter to customers, low cost of quality, overall cost leadership and 
effective positioning. (Gale, 1994) This paper lauds the questions raised by Keller (1993): 
 What a strong brand is? 
 How to build a strong brand? 
 How does a strong brand maximize profitability and in turn build a long term relationship? 
These questions had prompted researchers to engage in branding discipline and came out with a 
different interpretation in one way or another. As evidence, several prominent brand categories have 
evolved such as brand image, brand equity, brand association and brand loyalty. Service industry, apart 
from other industries is no exception to the branding studies with the introduction of brand personality, 
brand experiential value, brand social responsibility and, the latest one, green branding.  This is consistent 
with the statement by Kay (2005) that says the pace of branding efforts in the service industry does not 
match the rapid growth of the industry itself. For instance, branding is a never-ending issue in the hotel 
industry where the characteristic of the services, saturated market place, human versus machine 
involvement in services, low penetration in symbol and logo, and guest participation in service delivery 
are always in contention.   
The rise of branding literature in the hotel industry however proved that the opportunities to create new 
branding dimension are always there. Previously, brand is successful when it matches human 
characteristics, lifestyles and preferences. However, little attempts have been made to prove the 
relationship between brand and psychological element of human thus studying human psychology is very 
much important. Psychologists agreed that the human mind cannot cope with thousands of new 
information that available every day which prompted most human to be highly selective in choosing new 
information to be permanently stored. On top of that, minds are also perceived as insecure in which it 
opens to emotional and rational vulnerability. For example, Air Asia has successfully tackled the right 
psychological engagement with its line in one way or another 
tells people to think that it is effortless to fly when choosing Air Asia.  
Starbucks is another perfect example to explain this matter. People agreed that Starbucks has unique 
visual (logo and building), visual/auditory (uniform and customer approach), visual/auditory/touch (sofa, 
colors, wall paper, and music) and smell/taste (distinct aroma of freshly ground coffee). This winning 
combination was achieved through Starbucks remarkable effort in understanding the psychological 
element of human and capitalized that in their branding strategy. In hotel, has been 
quite a headline where people has started to be aware and sensitive about green products and willing to 
pay more for it (Jamaluddin, Hanafiah & Hashim, 2011a).  
Mind plays an influential role in the buying process. Human personality, character and lifestyle, are 
perceived as necessary in determining the orientation towards predetermine, actual and post-purchase 
behavior. Nevertheless, it is still unclear how these elements act together to develop the behavioral 
intention. Human personality usually comes from the soul inside the human heart that later trigger the 
emotion, memory and experience that form behavioral intention towards a product. With that notion, it is 
timely to embark on the customer-based psychological branding that will create a new basis for 
competition.  
This paper suggests three elements that form psychological dimension namely sensory, cognitive and 
affective. As understood, sensory involved five senses of human namely feel, touch, taste, sight and hear. 
For cognitive, it is commonly understood as thinking ability while affective relate to feelings towards a 
thing or a situation. Previous researches proved that there is a significant relationship of human senses 
towards shopping behavior as evidence in Soars (2009) and Hultén (2012). However in the five-star hotel 
segment, no attempt has been made to prove the relationship of sensory towards buying outcome 
determinant. Five-star hotel indeed having the character of sensory in which guest come to the hotel to see 
and feel the luxurious service, smell the delicate fragrance, taste the appetizing food, and get touched or 
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pampered by the glamorous services. The sensory cannot act alone in which the presence of cognitive and 
affective will strengthen the favorable respond towards the service rendered.  
1.1. Psychology 
Ullah (1991) described psychology as the human behavior or characteristic; attitude or respond 
towards something; values or perspective; motivation and determination; and a method communicating 
and interacting between human, animal and nature. The role of psychology in consumer buying behavior 
is essential because it affects the attitude of human through feeling, emotion desire and response, and 
usually formed through experience (Paulus, 2009). In the marketing discipline, psychology concept is 
used to manipulate people perception through great design of logo, choices of colorful pattern, price 
discrimination, packaging, slogan, and product bundling. Human needs motivation to respond and the 
psychological elements drive the cognitive and affective mechanism in human to react. Consumers 
evaluate the products through their level of cognitive and usually reach the highest level of expectation 
that involve human sense. This is in line with Soars (2009) that described human senses have an 
outstanding effect on human behavior. 
1.2. Sensory 
Sensory are the most powerful 
experience in the buying process. Sensory involvement with cognitive mechanism is undoubtedly critical 
because brain continuously received information without pauses thus generate behavioral response to deal 
thought of goods and services that are processed through mind and senses. Sensory enables human to 
differentiate between product, shopping and customer service experience. Mood, feeling, and emotion, 
are generated by the ability of the surrounding area to influence the five senses. As a result, good 
ambience lights up the mood of shopping as it delivers good force to the five senses. It is proven that 
sensory influence people to be tranquil, relax, anti-stress, energetic, good mood that will later influence 
decision making and manipulate the spending pattern (Soars, 2009). According to Lindstorm (2005), 
human entire life and experience in the world depends on the senses link to the mind that consequently 
links to the emotion. Human eats, talks, listens, sees, and touches every day that in turn creates memory, 
 
1.3. Sense of vision 
It is indeed generally accepted principle that human loves to see beautiful things and hates to see bad 
things. Vision is the most powerful sense that enable human to observe the good and the bad of any 
situation. In buying behavior, vision is the major force that triggers other senses to react. In five-star hotel 
segment, the forces of vision is powerful that enable guests to appreciate what they see. For instance, 
upon arriving to the room, guest will see the surrounding and touch the furniture and smell the fragrance 
of surrounding. Heide and Grønhaug (2006) note that lighting is an influential factor that creates the 
ambience of the room in which they prove that suitable light, reflection and room condition can create a 
strong emotion of playful, cherish, 
way that it promotes confident, enthusiastic and energetic (bright lighting), romantic, socialize and 
relaxing (warm lighting), friendly, cheerful, fun and party (colorful lighting).  
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1.4. Sense of touch 
Touch is felt through hold and grip. Human often touch to get a basic idea towards quality of the 
tangible products. Unlike service industry, touch is more powerful act in the industrial and consumer 
products since people would love to feel the product through skin contact. However, the significant of 
touch in the service industry cannot be overlooked especially in the five-star hotel segment. In hotel 
segment, a sense of touch is established through furniture, equipments and amenities. Guest appreciates 
nice and comfortable bed, sofa and towel that will enlighten the wonderful stay apart from the price of the 
rooms. People would feel disappointed if they are not allowed to touch the products (Citrin et al, 2003).  
1.5. Sense of taste 
Taste is felt through the use of tongue. Taste can be divided into four namely sweet, sour, salty and 
bitter, and with the unclassified one is bland. Tongue interprets the taste from the different position. 
Sweet taste is felt at the front, salty and sour at the right and left side while bitter at the back of the 
tongue. People are willing to pay more and travel far for the same portion of food and beverage if the 
taste is great. For five-star hotel segment, guest keen to pay more for the higher price of food when it 
offers fabulous taste and accompanied by the delightful ambience. World renowned coffee, Starbucks is 
among the organizations that capitalize the sense of taste in its core products. 
1.6. Sense of sound 
Sound enables people to hear or listen through the ears. Sound 
undeniable, and the research shows that music can release stress. Sound stimulates people to stay at a 
place especially in the room because it affects the mood of relaxing and getaway. Garlin and Owen 
(2006) state that people prefer quiet and calm place with soft and slow music because it stimulates feel of 
relaxing, tranquil and pleasure. From observation, hospitality establishments like fine-dining restaurant 
and five-star hotel prefer to play instrumental music to influ
and comfortable.  
1.7. Sense of smell 
Smell is one determinant that always been overlooked by previous researchers. In sensory study, 
scholars preferred to use touch, sound, sight and taste but very limited studies include smell to the overall 
framework. Smell is felt through the nose and usually responds to the scent and fragrance. A sense of 
smell enables human to memorize certain occasion especially one that involves emotion, feeling or 
memory (Hultén, 2012). In Malaysia, such dominant smells that relate to certain brands are Kentucky 
Fried Chicken, Famous Amos, and Starbucks. Aromatherapy is always related to spa, massage and 
reflexology outlet. In five-star hotel segment, the use of scent has started to get attention by the industry 
players as reported by Bloomberg Business Week (2010). Among the hotels that penetrate the scent 
branding are Sheraton Hotels & Resorts that employs Welcoming Warmth, a mix of fig, jasmine and 
freesia; Westin Hotel and Resorts disperses W -
Mandarin Oriental Miami that uses Meeting Sense in the conference room in an effort to enhance 
productivity.  
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1.8. Cognitive 
Literally, cognitive is defined as thinking. Technically cognitive refers to the mental structures and 
development involved in understanding and interpreting memories. Peter and Olson (2005) define 
cognitive as information, meanings, and beliefs that human keep in one mind that will be processed to 
understand the stimuli or event, remembering the past, forming evaluations and making decisions 
purchase. Cognitive relies on interpreting, thinking, decision making, analyzing, sensing and belief that 
will in turn transform into the experience and knowledge. Cognitive role in the buying process is 
dominant when the product symbolizes the self concept in line with Ariffin, Abdullah and Bibon (2012) 
that state beliefs play a major role in the lives of many. In addition, the thinking process starts from the 
inquiry of services, in case of hotel segment, right from the browsing the information about the hotel and 
reservation of room (Jamaluddin, Hanafiah & Hashim, 2011b). 
1.9. Affective 
Affective can be simply defined as feeling. Peter and Olson (2005) define affective as feelings of like 
or dislike that includes satisfaction/dissatisfaction, intense emotions. Seo and Barrett (2007) state that 
there are two types of affective information processing modes in a temporal sequence which are 
constructive processing and motivated processing. Constructive processing is the situation where people 
process both affective and non-affective information extensively in an open ended fashion.  However, 
they are unaware of their current feeling states and possibly bias-inducing influences. While motivated 
processing is a more controlled, directed information-processing strategy in which the bias-inducing 
effects disappear or reverse as people become aware of their affective experience.  
1.10. Sensory, cognitive and affective connection 
The utmost difference between human and the machine is emotion. In human life, emotion plays an 
influential role especially in expressing their feelings. As stated by Hartel and Russell-Bennett (2010), 
emotional loyalty as part of psychological preference for consuming the brand and connecting it to the 
positive feelings about and affective attachment to continue purchase a brand and cognitive loyalty as the 
psychological preference for consuming a brand which consists of positive beliefs and thoughts about 
continually purchasing a brand. 
1.11. Brand loyalty 
The outcome variable that is chosen for this study is brand loyalty. From the literature review, among 
the popular outcome determinants in the social science study are satisfaction, trust, behavioral intention 
and brand loyalty. This study aims at looking the customer-based psychological branding; the appropriate 
measure for outcome determinant is brand loyalty. This is based on Chaudhuri and Holbrook (2001) that 
states a consumer will remain loyal and willing to pay a premium price for products or services if it 
matches his/her preference and attitude.  Furthermore behavioral intention is motivational in nature that 
cannot represent long term relationship as brand loyalty. Brand loyalty determinant is more likely 
influence future consumer behaviors including recommendations, word-of-mouth, patronage intentions 
and willingness to seek for the same products or services in the future (Bagozzi, 1992). 
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Fig. 1. Conceptual framework 
 
2. Methodology 
For the first part of the study, a meticulous literature review was done to understand the application of 
sensory, cognitive and affective as a holistic customer-based brand equity framework. Next, a series of 
interviews were conducted to a pool of marketing and operation manager to probe their mindset for the 
predictor variable. This interview was crucial to validate the conceptual framework proposed for this 
study as shown in Figure 1. Five-star hotel is chosen as the setting of the study due to its nature where all 
dimensions discussed in the previous section are practically available to be included and measured in the 
study. The fact that five-star hotel competition is intense which require all the players to improvise 
strategies over time provided the opportunity to get a very insightful idea for the study.  
Results from the interviews suggested that some of the managers did not even realize that their 
establishment offer services that fall within the dimension proposed earlier. The proposed dimension was 
then streamlined through conceptual framework as shown in table 1. In order to get the actual opinion or 
feedback from customers, a self-reported questionnaire was used for data collection. 15 hotels that have 
similar characteristics and services were chosen to ensure the responsiveness and reliability of the data 
collected.  This study used convenience sampling technique where the respondents participated in the 
study had the experience of staying in those hotels listed in the study. A total of 321 respondents had 
participated in this study. 
 
Table 1. Dimension for customer-based psychology 
 
Dimension Measurement 
Sensory Vision 
 Touch 
 Taste 
 Sound 
 Smell 
Cognitive Knowledge 
 Belief 
 Meanings 
Affective Attitude 
 Believe 
 Feelings 
Sensory 
Cognitive 
Affective 
Consumer-based Psychology 
 
Brand 
Loyalty 
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3. Findings and discussion 
For the first part of analysis, the descriptive analysis was conducted to evaluate the customer 
orientation towards customer-based psychology measurement. Table 2 summarizes the descriptive 
statistic for measurement listed in the study. For sensory, the highest rating is vision (M=5.96, S.D .810). 
It is not surprising for five-star hotel since the image is critical to live up the status and the price paid for 
staying at the hotel. Furthermore, guest usually creates the perception about the hotel upon entering the 
hotel facilities and browsing the website. The second highest rating for sensory is taste (M=5.93, S.D 
.865).  Having quality and tasty food is significant for five-star hotel because guest usually recall the taste 
of food even when consuming similar food elsewhere.  Next is touch (M=5.88, S.D .789). Sense of touch 
is vital because of the friendly feeling to the skin will create a sense of tranquil and comfortable. Among 
the items listed in sensory, smell score the lowest rating (M=5.64, S.D .983). Though this might not be 
overlooked by the industry players, it is still relevant to complement the services provided during the stay 
at these hotels. Apart from sensory, cognitive and affective were rated as somewhat very important by the 
respondents.  It is indeed imperative for the five-star hotel to ensure the services offered will be 
interpreted comprehensively by the guest as it will then transform into attitude and feelings. 
 
Table 2. Mean and standard deviation for customer-based psychology measurement 
 
Measurement M S.D 95% CI LL UL 
Sensory     
 Vision 5.96 .810 5.84 6.08 
 Touch 5.88 .789 5.76 6.00 
 Taste 5.93 .865 5.87 5.99 
 Sound 5.71 .976 5.68 5.74 
 Smell 5.64 .983 5.51 5.77 
      
Cognitive 5.91 .792 5.79 6.03 
      
Affective 5.86 .843 5.77 5.95 
Note. CI = Confidence interval; LL = lower limit, UL = upper limit 
Likert-scale. 1-extremely not important to 7-extremely important 
 
For the next part of analysis, the strength of the relationship between dimensions listed in the overall 
customer-based psychological branding framework was assessed. Table 3 shows the result of the 
brand loyalty, sensory is the prominent one (r=.427, p<.01). Sensory experience is without a doubt a 
critical determinant in outstanding brand because mood, feeling and emotion, are all generated by the 
ability of the surrounding to influence the five senses.  The value of cognitive (r=.386, p<.01) is also 
necessary because brand loyalty usually formed as a result of evaluations to overall stay in the hotel that 
later influence decision making process. Affective (r=386, p<.01) is significant in the overall framework 
as the feelings usually determine the agreement or objection towards the brand loyalty. 
 
Table 3. Correlation for customer-based psychological branding 
 
Measurement 1 2 3 4 
1. Sensory -    
2. Cognitive .412** -   
3. Affective .335** .417** -  
4. Brand loyalty .424** .386** .347** - 
 
  Note. ** Correlation is significant at the 0.01 level (2-tailed) 
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4. Conclusion and future study 
It is concluded that the sensory plays an influential role in promoting the five-star hotel brand. From 
the findings, it shows the relationship between five senses and brand loyalty is essential and should be 
treated significantly. Senses of vision, touch, taste, sound and smell are able to influence the evaluation 
towards the hotel brand. The overall framework of customer-based psychology is indeed able to provide a 
new basis for highlighting brand in the future because hotel can understand the thinking and feeling from 
the customer point of view by knowing the force that stimulate these.  Although this paper yielded several 
empirical findings, a couple of limitations applied. Firstly it is tough to find the hotels with similar 
characteristics for the dimension listed. 15 hotels with almost identical characteristics were chosen after 
careful considerations were made based on the interviews conducted. Secondly, since the setting is five-
star hotel, the conclusion will only be applicable to this category. Customer-based psychology as a new 
tool for branding strategies is conducted to establish new dimension for marketing and consumer behavior 
studies thus future works may include other outcome determinants such as satisfaction, trust and 
behavioral intention to understand the perception of customer towards the criterion variable introduced in 
this study. Furthermore, this framework can be tested to other hospitality segment like restaurant and 
airlines to provide generalization of the customer-based psychology concept towards hospitality industry. 
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